Abstract. This paper presents the results of a research about the differences of behavior
Introduction
Each generation has its own characteristics depending on the political, economic and social environment in which people were raised and educated. According to Williams and Page (2010) a generation is "a group of persons who travel through life together and experience the same events at a similar age" (Williams, Page 2010) . Based on the context in which each generation has lived, it developed its own behavior, perceptions, beliefs and attitudes. According to marketers it is important to know the set of perceptions, believes, attitudes and behavior typologies of each generation in order to be able to target them in a better way. Therefore several studies about the characteristics of each generation as "consumers" have been done in order to develop specific marketing strategies for each of the generations.
According to different sources six categories of generations were defined for the US: the pre-depressions, the depressions, the baby-boomers, the X generation, the Y generation and the Z generation (Dietz 2003) . Ordun (2015) defines three categories of generations for Bulgaria: the post war generation (born until 1965) , the communist generation (born between 1965 and 1980) , the democracy generation (born after 1980) (Ordun 2015) . A similar division of generations can be observed in Romania. There can be a discussion about the existence of a fourth type of generation as the democracy generation can be split in the early democracy generation of people who lived in the transition period and the new democracy generation of children born after 2005, with parents being educated in the democracy generation.
Regarding the Y generation, researchers agree to the fact that it has its own distinctions because it is the generation of the computer and internet era (Hyllegard, Yan et. al. 2011) . In opposition to older generations of the 20 th century, they are the consumers who grew up with new technologies and consequently with access to more information, increased communication and a higher mobility (Neuborne 1999) . This access to information, technology and social networks makes it as one of the most influential generations (Childers, Rao 1992) .
One aspect regarding this distinctive generation is the influence of the reference groups on the consumer behavior. It is known that older generation "learned" many of their living and consumption patterns from their parents, as in their time the access to media was reduced. In opposition to the older generation, the young consumers have access to different media, interact much more with the social group consisting out of friends and colleagues and therefore the influence of the family diminishes. Therefore it is interesting to study which is the influence of the different social groups and of the media on the young generation of consumers. Depending on this influence, business should adapt their marketing strategies (Solomon, Bamossy, et.al. 2010 ).
Methodology and coordinates of the research
The objective of this research is to determine the influence of the parents as a reference group on the behaviour of the young consumers. The research tries to highlight the activities done by children and parents in a similar way, and those which are done differently. In order to determine these, a research was conducted in which both groups, the young consumers and their parents were questioned on the same issues. The questionnaire contained besides the demographic elements, 70 Likert-scale questions with affirmations about the everyday behaviour and perceptions of the respondents. These questions were answered by both the young consumers and their parents. The sample of the research contained 120 pairs of consumers (a pair made by a young consumer and one of his/her parent) from the urban population in Romania, leading to 240 questioned persons. The research took place in the period November-December 2015.
In order to determine the differences between the behaviour of the two groups, the mean perceptions were calculated for each group and the difference between the two means was tested. The higher the values of the difference, the smaller are the similarities of the two groups. As the indicator is calculated as the difference between the average perceptions of the students towards the items minus the average perception of the parents towards the same issues, the plus sign indicates a higher appropriateness of the item towards the young generation, while the minus sign indicates that the items best describes the behaviour of the parents.
Another indicator used to measure the similarities of behaviour and perception of the two generations is an adapted Euclidian Metric Indicator (Euclidian Distance). This indicator is calculated as follows: The smaller the Euclidian Distance is, the smaller are the differences between the two groups. Higher Euclidian Distances also indicate higher differences in the behaviour.
Interpretation of the results
Results of the analysis are presented in Table 1 , consisting of the mean of the items for the young generation (mean A), the mean of the items for their parents (mean B) and the difference between the two means and the Euclidian Metric/ Distance. The results are sorted after the Euclidian Metric having the items with similar perceptions at the beginning and the items with higher differences at the end.
One area in which the young generation and their parents have similar behaviour and perceptions is the medical field. Although there is a similar behaviour for the medical services, the generation of the parents has a slow inclination in the preference towards the public medical system (item 1), while the young generation tends to prefer the private healthcare system (item 5). Despite these, both generations prefer the private medical services over the public hospitals. A similar behaviour is for choosing the doctor, where the parents' generation prefers to go to the doctors they know (item 6). Another group of items with similar behaviour for the two generation are the way in which they shop. So both groups prefer to do shopping in the big retail chains (item 2).
The importance and impact of graduating a university is another aspect where the young generations and their parents have a similar perception. They believe that graduating a university leads to a better position in the society (item 7), but their belief is weaker in the sense that the image of a university has an impact on the social position (item 17). While the young generation rather agrees that graduating a university has an impact on the social position (item 7), in the case of item 17, the parents rather agree to it. It is also interesting to observe that the young generation rather believes that the position at the job is more important than the salary (item 11).
There are average differences in the behaviour regarding the holiday, depending upon the analysed issues. The young generation affirms that they go once a year on vacation (item 14). It is an affirmation with over average means for both generations. The generation of the parents seems to prefer to go on vacation with the partner/family (item 16) and prefers Romania as destination (item 12). None of the generations is very fond of exotic destinations (item 25), neither prefers expensive hotels (item 8), although there is an inclination of the young generation towards it especially for the exotic destinations. An item where the difference between the young generation and their parents differs is the option of going on vacation with friends which young people stated that they prefer, more than older people (item 38).
As mentioned before both generations go shopping to big retail chains (item 2). There is an average distance for the type of products the two generations buy. The young generation is rather open to trying new products, while the older generation prefers the product they know (item 22, item 23). Another item for which the behaviour differs is the timeframe for shopping, as most of the consumers do shopping when they need something (item 4). It is interesting to remark that the generation of parents rather do shopping in advance (item 30), although it is a type of behaviour which characterize them having an under average mean. One behaviour which differs is the convenience of buying products on the internet which is typical for the young generation (item 36). The type of clothing they wear, are also behaviours which are rather alike. Wearing casual cloths (item 13), bought from known stores (item 18) or from the internet (item 21) are behaviours which are rather typical for the young generation and are not too similar and not to different from their parents.
The type of ownership shows differences in perception and behaviour depending on the type of product. Although none of the generations drives an expensive car, the behaviour is more typical for the parents' generation (item 3) which can probably afford an expensive car, more than younger generations do. Having modern electronic equipment is a behaviour typical for the young generation (item 10). Living in a home owned by the family is, as expected, a behaviour which characterizes the parents' generation, as they have the financial means to afford their own home (item 37). In opposition to these, the young generation live in a flat (item 41) or in a rented apartment (item 45). All items regarding the accommodation are rather different for the two generations.
The spare time activities differ also from one generation to the other. While the generation of the parents prefer to spend their spare time with the family (item 24) and they eat most of the meals at home (item 31), the young generation prefers to go out with their friends (item 42), to go to the mall or to the movies (item 40). They also eat more often their meals out (item 28) and they go shopping with their friends (item 29). Another aspect which differs from one generation to the other is constituted of the payment methods. While the generation of the parents prefers the classic cash payment (item 20), the young one use more and more modern electronic payment methods (item 27). The biggest differences in the behaviour and perception of the two generations are the modern electronic and digital means of communication. In opposition to the generation of the parents, the young consumers have accounts on most of the social networks (item 46), they prefer smart-phones (item 44) and they are permanently connected to the internet through several devices (item 43). They also use the internet in order to obtain the daily news (item 39) and they also play games on the computer (item 34). On the other side the generation of the parents rather uses the computer at work and rarely at home (item 35).
Conclusions
In an analysis of the influence of reference groups on the young consumer, it can be affirmed the fact that the parents still have a big influence on their children behaviour as consumers. There are of course branches in which the influence is higher and other where the influence is smaller. As it can be observed in the classic fields when it comes to health issues or education the perceptions and behaviours are more similar. One explanation for this is that parents usually invest in the education of their children and therefore they try in a conscious way to influence their children' behaviour. The behaviour related to the medical services is a key aspect for the health of each individual and therefore the young generations tend to imitate the behaviour of the reference group they trust most and these are the parents. Consequently it can be observed that in two major aspects the consumer tend to have the same behaviour as their parents.
The behaviour of the two generations of consumers towards shopping or going on vacations, are also similar, but a bit more different than the previous presented. This can be explained by the fact that these are types of behaviours which are imitated in an unconscious way. No parent tries to teach his children how to go shopping or where to go on vacation. But still, by doing these activities together, some of the behaviour patterns are taken over in an unconscious way by the young generations. Another aspect is the fact that some of these activities might be financed by the parents, fact that influences the behaviour of the young consumers.
A type of behaviour for which the differences between the young generations and their parents are higher, is the acceptance of modern electronic payment methods and the clothes they wear. In the case of the cloths, there is an obvious change of trends which determine the young generations to buy more and more casual clothes, while the older generations tend to buy clothes which were fashionable in their youth time. Another aspect is related to the payment methods, where the young generations are rather willing to use them in their shopping behaviour.
The activities with the highest differences for the two generations are the spare time activities and the usage of modern electronic equipment. It is known that all young people tend to spend their spare time with their friends and each generation has its own novelty activities. Therefore the activities for the free time, for the young generation and their parents are different. The same happens with the usage of modern electronic equipment as the young generation has a higher capacity of learning how to use them, and therefor uses more frequently equipment like laptops, tablets or smart-phones. Consequently the differences in the behaviour related to their parents are higher.
Knowing who influences a certain category or generation of consumers is very helpful to marketing research, as communication campaigns can be more easily developed. A company can develop its strategy according to the expectations of the target group, only by knowing the attitudes and beliefs of the target consumer's generation. Especially the analysis of the young generation is important as it is the generation of the future and as mentioned before it is more and more different compared to previous generations.
